Introduction
The globalization trend has increased sharply in the last decades of the 20th cen In order to attract potential investors to invest, it is necessary to design the right marketing mix that according to Philip Kotler (Cangara, 2014: 79) includes Product, Price, Place, and Promotion, (1) Product, is in form of goods or services produced by a business unit that wants to be marketed to meet the consumers needs; (2) Place, is the place used to distribute or displaygoods produced to attain consumer's attention; (3) Price, is the value of goods or services offered; (4) Promotion is the effort to get the consumer's attention through communication techniques.
toBy promotional activities, there is a wrong assumption, i.e., spending cost for promotion rated as waste even though costs incurred for promotion must rate as an investment. In addition to the marketing mix, promotion mix is also needed in order to design a communication strategy in order to attract investors. Traditionally, the promotion mix includes four elements: advertising, sales promotion, publicity / public relations, and personal selling (Morissan, 2014: 17) . But George and Michael Belch (2015: 463) add two elements in the promotional mix, namely direct marketing, and interactive media. According to Rogers (Cangara, 2014: 61) , the communication strategy designed to change human behavior on a larger scale through the transfer of new ideas. Middleton (Cangara, 2014:61) (Cangara, 2014: 72) .
(1) Awareness is the marketers or extension worker first step to be created for tar geted audiences. Awareness here fixed on products, goods, or ideas offered. How far the target is aware of the benefits offered. For that matters, marketers or counseling officers must be able to show benefits offered to the target (Cangara, 2014: 72) ; (2) Interest is the appearance of target audiences interest for goods offered by marketers. Attention can only appear because what 's offered is new and not yet ever seen before. Besides of the benefits, interesting packaging can also cause interest of consumers (Cangara, 2014: 72) ; (3) Desire is the process that occurs after the attention arises to goods offered. On this stage, the buyer wishes the goods after weighing bene fits or its usefulness. Marketers give psychiatric touch to consumer candidates with more persuasive means, so the desire arise and the consumer follows the suggestions if that offered as a form of idea from an extension worker (Cangara, 2014: 72. Decision is actions taken by consumers, i.e. decided for having goods offered after weighing benefits and cost. The decision is based on the awareness process of benefits, atten tion to packaging and the price offered (Cangara, 2014: 72) ; (5) Cangara, 2014:72) to the goods use as well as services that have been owned by consumers (Cangara, 2014: 72) . Most communicators use persuasive commu nication to influence public or someone. Persuasive communication should be done ethically. It takes honesty, truth, and candor (Cameron, Wilcox, Reber, & Shin, 2013: 130) . According to Aristotle (Suryanto, 2015:12) , communication is built by three fundamental elements, name ly the person who speaks, the material of the speech produced, and the person who listens to it. The first aspect is called a communicator or a persuader, which is the source of communication. The second aspect is the message. The third aspect is called communicant or persuadee, which is the recipient of the communication. A persuader is a person or group of people who convey a message with the aim to influence the attitude, acceptance, and behavior of others, both verbally and nonverbally. In persuasive communication, the existence of a persuader at stake. Therefore, the per suaders must have a high ethos. Ethos is the value of one's self that is the aspect of cognition, affection, and conation (Suryanto, 2015: 12) .
According to Thinking Public Relation: "Persuasion can be used to change or neutralize different (contrasting) opinions, crystallize positive opinions and attitudes and keep good and profitable opinions" (Cameron, Wilcox, Reber, & Shin, 2013: 149 The method used in this research is a des criptive method with a qualitative approach to explaining the phenomenon that happened (Sugiyono, 2013:245) . This research intended to look for detailed and factual information and topics about promotion efforts made by the Palu City's government to attract investors.
This research aims to understand the Promotion Strategies of Palu City's Special Economic Zone. Furthermore, the qualitative approach in this study tries to find and examine more about the factors that influence the promotion strategies so that it will lead to the location of the weaknesses and strengths of these factors. Thus, the promotional strategies that are implemented can then improved and ran effectively.
The analysis method used in this research is qualitative data analysis. Data analysis was performed at the time of the research, and after completion of the data As Miles and Huberman (Sugiyono, 2013:246) stated that qualitative data analysis is done interactively and continuously to the point where it is considered complete, so the data is saturated. The processes are data reduction, data presentation, and conclusion/verification. 
The Palu Special Economic Zone focuses on increasing industrial activities. So what is trying to be driven by Palu City
Government is an increase in industrial investors. It based on the natural resources of the Central Sulawesi Region which includes marine, plantation and forestry products such as cocoa, seaweed, and rattan.
One of the natural resources which are prioritized by Palu City Government to attract investor interest is rattan. Rattan is one of the many nontimber forest products owned by Central Sulawesi. There are five districts in Central Sulawesi Province which are the main rattan producing regions (Dewan Nasional Kawasan Ekonomi Khusus Republik Indonesia, 2017), Donggala, Parigi Moutong, Tojo UnaUna, Banggai, and Buol. Rattan, as one of the nontimber forest products, has become the source of increasing income for communities around the forests of Central Sulawesi Province. Not only that, but the production of rattan also cultivated the activities of the rattan industry for the processing of postharvest rattan which absorbs a considerable amount of labor. So that rattan production in Central Sulawesi Province promises business opportunities for domestic and foreign investors to invest in Central Sulawesi Province especially in the field of rattan production.
Special Economic Zones encourage industrial growth to increase regional development and economy. So that abundant natural resources utilization and a distinctive commodity of the region to be the main attraction that should be highlighted. Palu City Government as the organizer of Palu Special Economic Zone promotes through communication channels (promotion mix):
Integrating promotional tools between advertising in the form of brochures, posters, booklets and magazines; sales promotion in the form of exhibition, expo or event; and the These three promotional tools applied by Palu City government in marketing com munications must be maximized to Palu SEZ development messages can be delivered to investors. Lately, mass media are developed rapidly with the development of the information technology and new findings around the digital computer system. Their development makes the public consumption of information to increase. Thus, Palu City government needs to be aware that information is important commodities that need to be fulfilled.
Personal Selling processes include pros pecting, reproach, approach, making the presentation, overcoming objections, closing the sale, and following up (Pride, et al., 2015: 477) . Selections and assessments of prospects through a feasibility study of Special 
